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NEW LOOK, NEW THEME

ALondon design company was advising a car manu-
facturer some years ago on a general redesign of
their showrooms. “Why not make them like Ferrari
showrooms?” the client suggested. Calls to Ferrari
dealersin London produced an extreme unwilling-
ness for them to allow a photographer in, which
piqued everyone’s curiosity. So an elaborate strat-
egy was devised. A couple of actors were hired to
travel around Europe, calling in on Ferrari dealer-
ships and pretending to be interested in buying a
car, to the point where he would be able to take a
photograph of her standing by their new car, she
would take a photograph of him and the salesman,
andsoon, to build up a collection of images. There
was no trouble finding actors who could play the
part of the nouveau riche couple, one of the design-
ersinvolved later told me: the problem was finding
ones who could take useful photographs! And the
whole very expensive exercise just showed that
there is no common design pattern at all for Ferrari
showrooms

The relevance of this story is that the editorial
approach to organising the entries in this annua
has, to date, been to group like with like: cars with
cars, telecoms with telecoms. This can produce
interesting comparisons, but does run the risk of
foregrounding the products on show rather than
the stand design. It also means that stands where
the products displayed are not very interesting may
be overlooked, even if the design is efficient or in-
teresting.

The redesign of the Trade Fair Annual is an op-
portunity - or rather a rationale - to consider an ed-
itorial rethinking. The companion series on designs
inthe German area offered a different, chronologi-
cally based approach. Such an approach would not
have been valid for a volume covering two years of
work, over a wider geographical range rather than
just for the German speaking areas. Another method
of classification would be by stand size or budget,
asis used in Exhibitor magazine’s design awards.
And just as it would be logical to expect a big-budg-
et stand to deliver more than one on a constrained
budget, so alarger stand area might seem to offer
designers more opportunities. But this annual is not
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an awards list, rather a survey of trends and ideas,
and anyway, as good postmodernists we should per-
haps be wary of polarised dichotomies such as big/
little, expensive/cheap and so on.

The problem with any system of taxonomy is
that the objects to be classified do not know they
are there to be classified, and so do not normally
fit neatly into the chosen pattern and thus some
kind of catch-all is needed in the end. So perhaps
the best place to starta postmodern taxonomy (if
thatis nota contradiction in itself) is with Borges’
famous classification of animals. This is allegedly
taken from “a certain Chinese encyclopedia called
the Heavenly Emporium of Benevolent Knowledge.
Inits distant pages itis written that animals are
divided into (a) those that belong to the emperor; (b)
embalmed ones; (c) those that are trained; (d) suck-
ling pigs; (e) mermaids; (f) fabulous ones; (g) stray
dogs; (h) those that are included in this classifica-
tion; (i) those that tremble as if they were mad; (j)
innumerable ones; (k) those drawn with a very fine
camel’s-hadér brush; (I) etcetera; (m) those that have
just broken the flower vase; (n) those that at a dis-
tance resemble flies.” Michel Foucault has famously
cited the inspirational nature of this catalogue of
absurdities. Butis it that absurd?

Firstly, itis a reminder that systems of know-
ledge do not have to be constructed on an op-
positional basis only (big/little, heavy/light, etc.).
Classifications can overlap or contradict each other
depending on the stance taken by the classifier:
the classical Linnean taxonomy of plants will prob-
ably turn out to be very different from a genetically
based one. To take another example, the seemingly
fixed order of the elements is only stable if one
agrees that atomic weight is the basis for the struc-
ture, rather than some other factor.

Furthermore, Borges suggests that classifica-
tions need not be exclusive: category (h) above is
proof of this! More generally, Borges is also remind-
ing us of the importance of de Saussure’s concept of
the arbitrary nature of language. Words only have
meanings because of their relation to other words
in the same language, not because of some external
logic or deeper meaning (exceptin the historical

89




5, T, MHEAEETRERNIES LR
W, thERIES EAEIEL,
HRERHAT S KM — T 2 BRAM
AT, MEs, IR, BIA. BE%EE XN,
BRFH LT EDEEER AT, F—, B
FALRAAEE, BEAS, METEMALCH
EX FERANTE, MERTAE LG
modern, moderne, ModernfIModernist, & —, Z4A
FHBRSRBERSGH TN BRI HEEE
THRAMER, ABRLSBITERASBRLE— 5
LTBREEGIE. M. ATXRXEWE QR
BER, BEER, NRRRESMEENTS (1
EXES. GIBSH. 515315 ) RBFHX, 5
ZEADRENGERAR, BYSNERRLWNS
o
22, RABHELURT B mEN, K
NHEE T BB EC AT, 5%, REREE
A%, BNRATEELS, REXFE TS, B
HELRIHTH%, KEFEBBEEERABNS
EERAEY, BMNE. HEEE. USIY. BR
®. BRARFLM . REFHLR N RN FRE
B, FAEDRERIHEAXNEEET TN EZ
(X th ERA R TBLE D REME L ANER )
R BT O OB T AT B 4740 X R AR
SERIHERERFNNITE,
HEBERERENAL, BOHEE— 43NS
BT, AR TENEE, X EBRMANE
SEANRHG I ETNRSE T
RTINS E LD —MERAR, KHR
MUARER. BEOADEROEELMW, FxE
A R — TR BB,
BT kAL A FB A AR 2 X AR SR A — P
EERESHIERT, HCBlxARNRNEES

sense of the development of language.) Later writ-
erssuch as Lacan have developed this idea further,
suggesting all language is metaphorical, each word
setting off an individual chain of references and
resonances in each reader or listener’s mind, and
SO - contrary to Saussure’s synchronicity theories -
empowering language to change meaning.

One way to classify trade fair stands would
be to borrow terms from architecture: classical,
modern, postmodern, minimal and suchlike. But
there are two problems with this. The first is that
the potential architectural vocabulary is almost
toorich, too large, and there are too many differing
definitions of the main terms: the shades of mean-
ing between modern, moderne, Modern and Mod-
ernist, for example, are considerable and complex.
And while architecture, and architectural terminol-
ogy, plays a considerable role both in the design of
stands for the former and our ways of commenting
and appreciating them for the latter, to link trade
fair design solely to architecture would be to over-
look the deep links between trade fair stands and
issues of branding, identity and corporate commu-
nication. By the same token, to base a classification
on terms from brand development and marketing
alone (such as customer-facing, brand-led, issue-
driven and so on) would be to sideline the role of
architecture in creating exhibits and stands.

What this goes to show is that trade fair stand
design has emerged as an independent discipline
and so perhaps now needs its own vocabulary. Asa
start, I am proposing five terms, borrowed from the
darker recesses of literary theory, and have grouped
the stands here under these terms, the meaning of
which for the purposes of this book is explained
below: the terms are anaphoric, perlocutionary,
symptomatic, figural and counterfactual They are
deliberately unfamiliar (which is why more familiar
synonyms have not been chosen), and thereis an el-
ement of the aleatory in the allocation of stands to
categories. | hope they provoke debate about how
to better define and understand the profession of
stand designer. Enjoy, as they say.

Anaphorais aterm from rhetoric: it denotes
the repetition of a phrase or motif at the start of
each verse of a poem, for example. Here it is used
to describe stands that use repetition as a visual or
branding theme.
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Perlocutionary is defined by Austin as a form of
speech that has consequential effects on the
thoughts, feelings and actions of its audience. It is
used here to denote stands with a strong or highly
emphasised message.

Althusser used the term symptomatic reading
to describe an approach to a text (in his case the

writings of Marx) in terms of what the writer left un-

said or did notinclude. The sense in which it is used
hereis for stands that are understated.

Lyotard suggests the term figural to describe
those aspects of a discourse that are “non-meaning-
ful“orrhetorical. The figural is the locus of desire,
fantasy and the imaginative. The sense hereis a
quality of stands that use a strong emotional rather
than purely logical appeal.

Counterfactual is not used here in the dismiss-
ive sense of “what if” history but more as specula-
tive “why not” history, to describe stands with a
strong narrative element.

Conway Lloyd Morgan
London, September 2008
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D O I N G T H E A Fibonacci series is an arithmetical

progression. Take a first and a second
T W | S T number, add them together to create

a third, add second and third num-
bers to generate a fourth, third and fourth to generate fifth,
and so on. Start with o and 19and the seriesiso,1,1,2,3,5, 8,
13, 21, 34. As the series progresses the ratio between the num-
bers approaches 1:1.618, the ratio of the golden mean discove-
red by ancient Greek and Roman architects. Plot the numbers
on agraph and theresultis a spiral that matches the develop-
ment of a snail’s shell or seashell: the sequence has often been
used to argue for a mathematical approach to nature.

Mauk Design
for Italian Trade Commission
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